Introduction
The economic importance of natural protected areas is recognised at both national and international levels. Since the 2003 World Parks Congress in Durban, South Africa, the view of economic development and nature conservation as opposite realities is changing. In this way, a new paradigm for protected areas was fostered: the synergy between conservation and sustainable development was forged. Protected areas were seen as providers of benefits beyond boundaries -beyond their boundaries of nation-states (International Union for Conservation of Nature [IUCN] 2004b). The relationship between economic development and nature conservation became increasingly important, especially in developing countries, because conservation areas can be used as a tool for poverty alleviation (Buckley 1994 (Buckley , 2002a Bushell & McCool 2007; Bushell, Staiff & Eagles 2007; Butler & Boyd 2000; Geldenhuys & Saayman 2009; Myburgh & Saayman 1999; World Commission on Protected Areas 1998; World Tourism Organization 2002; World Wildlife Fund 2001) . Practical, protected areas can provide a number of benefits to the poor. For instance, they can provide some ecosystem services including coastal protection, water purification and carbon sequestration. They also can provide some options for income by providing jobs in the tourism industry. For instance, in countries such as South Africa, Zimbabwe and Zambia, local communities obtain income from sport hunting (Child & Dalal-Clayton 2004; IUCN 2004a ).
In many countries, government funding for parks is reducing in real terms (Buckley 2002b; Eagles, McCool & Haynes 2002; Mabunda & Wilson 2009; Saayman 2009 ); therefore, it is becoming increasingly important to attract markets that can generate capital that can be used for sustainable development. Then, particularly for Third-world countries, finance generated and secured from tourism can represent the basis for nature conservation and preservation, as well as for the eradication of economic and social inequalities. In addition, it can provide benefits such as an increase in local jobs, higher local income, higher education level of local people and equal access to quality and affordable basic services (Eagles et al. 2002) . As promoting the mere increase in the number of visitors to capture economic benefits might be somewhat risky in terms of the negative impacts on the natural environment (see Eagles et al. 2002) , a possible de-marketing strategy might be developed for targeting only those segments with the stronger propensity to spend.
Literature review
The characteristics of consumers as demographic, behavioural (including the expenditure patterns) and psychographic are widely considered the key elements of a marketing strategy.
Identifying the factors linked to tourists' motivations, preferences and behaviours is crucial to foreseeing their potential travel choices (Cha, McCleary & Uysal 1995; Frochot & Morrison 2000; Kotler 1992 ). Specifically, age (and its changing structure amongst the wider population) is one of the most relevant aspects that is considered to better understand and forecast the needs, interests and associated consumption behaviours of tourists (Gibson, Attle & Yiannakis 1998; Johns & Gyimóthy 2002; Jönsson & Devonish 2008; Moutinho 1987; Oh et. al. 2004; Patterson & Pegg 2009; Seaton 1996) . In Western countries, the size of the older population (55 years and older) is growing at a faster rate than the younger one and represents new target tourist markets that are healthier, affluent and have a greater desire for novelty and escape than do those of previous generations (Patterson & Pegg 2009; Sherman & Schiffman 1991) . The use of age as a segmentation variable is supported by several research articles that found age to be one of the primary variables, which explained the differences in people's travel interests preferences and behaviours.
To date, several studies found age as one of the main variables in affecting even travel expenditure patterns as a type of travel behaviours (Thrane & Farstad 2011) . For example, in a study conducted by Mok and Iverson (2000) , age significantly characterised the different spending segments. Specifically, heavy spenders were younger than 50 years old. Again, Jang, Ismail and Ham (2002) found that association amongst a sample of Japanese outbound travellers. Specifically, this study revealed that heavy spenders were older, had a larger party size and a longer length of stay. In addition, Saayman, Saayman and Du Plessis (2005) found differences between heavy and light spenders according to their age amongst visitors to the World Cup Cricket matches in South Africa. Specifically, heavy spenders were older than 35 years old and spent more on accommodation, restaurants and souvenirs, compared to the younger ones. In most studies, profiling the spending segments was conducted using sociodemographics such as age, level of education, annual income, place of residence and trip characteristics such as travel party size, length of stay and type of accommodation.
With specific regard to the relationship between travellers' age and their use of natural areas, for instance, a study conducted by Kim, Lee and Klenosky (2003) amongst visitors to a national park found out that the younger group (less than 50 years) was motivated mainly by the possibility of experiencing adventure and sharing their friendship, whilst the older visitors (50 years and older) by the possibility of appreciating the natural resources and enhancing their state of health. Also Moscardo and Green (1999) found an overall decline in activity participation associated with age, particularly for activities associated with nightlife and entertainment and outdoor, physical, nature-based activities. Analysing travellers by age can also have important implications for the management of a tourist destination. Types of facilities and access to infrastructures, for example, might be planned on the basis of visitors' age. Strongly associated with people's income and expenditure patterns (Down 2000) , age was found as one of the main variables affecting even travel expenditure patterns (Jang et al. 2004; Saayman et al. 2005 ).
However, a review of the literature revealed a dearth of studies aimed at investigating the expenditure patterns (behavioural characteristics) amongst nature-based tourists, or even of expenditure behaviours by their age. Amongst the few, a study conducted by Mehmetoglu (2007) investigated the relationship between the daily expenditures and the trip activities of a sample of visitors at two nature-based attractions in northern Norway. Heavy spenders were more likely to consider nature-based activities when compared to the light spenders who, instead, attached more importance to visiting museums and attractions. Whilst motivational differences amongst the spending groups were partially supported by the study, income and age were found to significantly influence their expenditure patterns. Specifically, older nature-based tourists (50 years and older) were more likely to be lighter spenders than were younger ones. Another study looked at the variables that influence spending patterns and made recommendations to attract high-spending markets to the Tsitsikamma National Park in South Africa (Kruger, Saayman & Saayman 2010) . Respondents segmented by their real expenditure per person per day showed differences based on their age. Two different markets were identified, (1) 'highspenders', aged 35-49 years and older than 50 years, more likely to stay in chalet accommodations and to have a longer stay at the park and (2) 'low-spenders', aged 35-49 years old, more likely to stay in camping accommodations and have a shorter stay at the park. However, some other studies of the field did not include age as a segmentation variable (Downward & Lumsdon 2004) or did not detect any significant relationship between expenditure patterns concerning age (Chhabra 2007; Spotts & Mahoney 1991) .
Since age has been found as one of the most relevant aspects that is considered to better understand and forecast the needs, interests and associated consumption behaviours of tourists, as mentioned above, further research is required on this aspect to provide more precise information for marketers. Comparing groups of visitors by age with regard to their expenditure patterns will possibly allow both known and new age lucrative markets to national parks to be explored. This will be useful when proposing strategic plans to grow visitation figures amongst those nature-based segments with the highest propensity to spend. This is particularly important for less developed countries, where a large portion of the world's biodiversity is concentrated and where the finance generated and secured from nature-based tourism can foster and support the sustainable development of an area.
Based on this, the purpose of this article is to use age to investigate the expenditure patterns amongst a sample of visitors to the Table Mountain National Park (TMNP), along with other socio-demographics and their reasons for the visit. The latter data are to assist with profiling the age groups and to match the 'product's' specificities with the public's specific demands.
Research method and design Setting
The TMNP is one of 22 national parks in South Africa and was officially established in 1988. It stretches from Signal Hill in Cape Town to Cape Point at the southern end of the Cape Peninsula and covers 25 000 ha. This urban park is famous because of Table Mountain itself, its historical and cultural heritage and its World Heritage status. South African National Parks (SANParks), which is the custodian of national parks in South Africa, indicated the promotion of the country's nature-based tourism as one of its core pillars. Without compromising sustainability, self-generated revenues from commercial operations are considered necessary to supplement government funding of conservation management. The TMNP is amongst the five top South African parks with the highest number of guests. Statistics for 2011 reported 2 344 340 guests for the TMNP, followed by the Kruger National Park with 1 411 796 guests, the West Coast National Park with 201 137 guests, the Tsitsikamma National Park with 180 107 and the Addo National Park with 138 079 guests. Compared to the previous year (2010), total guests-to-parks numbers increased by 3.6%. Specifically, the TMNP increased by 5.6%, whilst the Kruger National Park increased by 1.8% (SANParks 2012).
The main reason for selecting the TMNP was that this Park attracts a large number of visitors and shows the highest representation of international tourists, as well as a more equal spread of respondents over different age groups, compared to other South African national parks (Saayman, Kruger & Fouche 2009 ). This can be explained by the facts that TMNP is a scenic Park, offering the 'Majestic Mountain' as one of the new seven wonders, together with ocean views, mountains, beaches, forests and a variety of popular recreational activities.
Design
The study sample included day visitors to the park from 27 March to 01 April 2010. Six fieldworkers (three groups of two) approached visitors whilst they were queuing at the three popular entry points to the Park: the cable car to Table Mountain, Boulders and Cape Point. It is difficult to have fieldworkers at all entry points as there are also open access areas; therefore, it was decided to focus on these three, as they could be considered the most important access points and tourists generally visit all these areas.
Those visitors who expressed willingness to take part in the research were first asked a number of screening questions to detect the expenditure patterns from only one member per family or travel group. This information avoided repeat data and biases in the actual expenditure patterns amongst the respondents. In total, 441 questionnaires were collected during the study period, of which 404 were usable after a preliminary screening. According to Israel (2009) , in a population of > 100 000 (N), 398 respondents (n) are seen as representative and result in a 95% level of confidence with a ± 5% sampling error. Thus, 404 usable questionnaires were deemed sufficient for the purposes of this study.
Procedure
The research used a structured self-administered questionnaire, developed on the basis of the questionnaires used by past researchers (Oberholzer et al. 2009; Saayman, Saayman & Ferreira 2009 ). The questionnaire consisted of three main sections, (1) socio-demographic details, (2) expenditure patterns and (3) reasons for the visit.
Socio-demographics
Taking into consideration the goal of this study, age was considered pre-eminent compared to the other sociodemographic characteristics gathered here and this factor was detected by an open-ended question: 'year of birth'. The respondents' ages were calculated and post-coded in groups on the basis of the strong association found between age and household finance (income and expenditure) (Down 2000; Mok & Iverson 2000) . Only respondents over 18 years of age were surveyed, as they are more likely to travel by themselves and have money to spend. Respondents were categorised into one of the following four age groups: 18-29 years, 30-49 years, 50-64 years and 65-74 years (see Table 1 ).
The age groups were characterised based on the expenditure patterns per day per person, together with a trip-related characteristic, reasons for the visit and other sociodemographics. Two other socio-demographic details were also included in the questionnaire to assist with profiling the age groups: 'region of residence' and 'education' ('no school', 'Matric', 'degree', 'postgraduate', 'professional' and 'other'). The region of residence was post-coded as follows: 'North America', 'Australasia', 'Europe', 'South Africa' and 'Other countries'. Finally, a question about the awareness of being in a national park was included. A dichotomous response format ('yes' or 'no') was used.
Expenditure patterns
The expenditure patterns section was developed based on past research (Kruger et al. 2010; Saayman, Van der Merwe & Pienaar 2009 ). Spending behaviours were captured as follows: 'money spent for categories or services per person' ('entrance and conservation fee', 'restaurants', 'food', 'beverages', 'transport to the park', 'activities', 'souvenirs and jewellery') and 'number of people paid for' (including the respondent). On the basis of responses to 'money spent for categories or services', the total expenditure was calculated. To compute the total expenditure per person, the total expenditure was divided by the number of people paid for. 
Reasons for visiting the Park
One measure that was developed ad hoc for this study concerned the reasons for visiting the Park and the age groups were also characterised according to this. These reasons were found to be connected to age and can be considered amongst the most important personal variables for a better understanding of the consumers' profile (see Crompton 1979; Crompton & Mckay 1997; Iso-Ahola 1999) . The scale for this question was developed based on common motivations identified from the tourism literature (Crompton 1979; Kim, Jogaratnam & Noh 2006; Kruger & Saayman in review; Richards & Wilson 2003) , which include, (1) relaxation and getaway, (2) knowledge, (3) family togetherness, (4) natural beauty admiration and (5) activities participation. The scale included 26 items (four to five for each motivation) and participants were asked to indicate the importance of each item using a 5-point Likert scale (1 = 'not at all important', 2 = 'less important', 3 = 'important', 4 = 'very important', 5 = 'extremely important'). The relaxation and getaway motivation included items such as, 'to get away from routine' and 'to relax'. The knowledge motivation items included, 'learn about plants and animals' and 'learn more about specific marine life'. The family togetherness motivation included statements such as, 'family recreation' and 'benefit of children'. The natural beauty admiration motivation included items such as, 'TMNP is world renowned' and 'for the scenic beauty and view'. Finally, the activities participation included statements such as, 'mountain biking' and 'surfing'.
Analysis
Statistical data analysis was performed using SPSS version 18 (2009). The four age groups were characterised using Chi-square, Kruskal-Wallis and analysis of variance (ANOVA) tests based on expenditure patterns, along with psychographics (reasons for visiting the park) and sociodemographics.
Results

Respondents' profile
In the TMNP, the largest group of respondents (196, 48 
Reasons for Park visit
A principal component analysis with oblimin rotation supported a five-factor structure, explaining 71% of the total variance:
• 'activities and adventure sports performance'
• 'Park's attributes admiration'
• 'knowledge and inner experience' • 'escape' • 'social interactions'.
The scree plot of eigenvalues suggested that no further factors contained reliable systematic variance. Satisfactory reliabilities were observed for the scale scores (0.95, 0.68, 0.84 and 0.79) with the exception of social interactions (0.51). The results are shown in Table 2 .
Factor scores, calculated as the average of all items contributing to a specific factor, indicated the most important reasons for visiting the park were, 'escape' (3.49), followed by 'Park's attributes admiration' (3.46). Less important reasons were 'social interactions' (3.28), 'knowledge and inner experience' (3.12) and 'activities and adventure sports performance' (2.26). These results are similar to those of studies at other South African national parks (Saayman, Kruger & Fouche 2009 ), which, in most cases, found the main reason for visiting national parks was the need to escape and relax.
Expenditure patterns by age
The Kruskal-Wallis test was used for continuous variables that displayed a non-normal distribution. The respondents aged 18-29 years reported the highest expenditure per person and a higher expenditure per person per day when compared to the older group aged 30-49 years. Specifically, the median expenditure for the group aged 18-29 years is R160 and the median for the group aged 30-49 years is R120. The former group was above, whilst the latter was slightly below the overall median, which was R125. No significant statistical differences could be established between the groups aged 18-29 years and 30-49 years and the groups aged 50-64 years and 65-74 years, although the median of the expenditures per person was noticeably less than for the groups younger than 50 years. This is because, on the one hand, the older groups (50-64 years and 65-74 years) were fewer in numbers (29 and 49 respondents, respectively) whilst, on the other hand, few of them provided information about their expenditure patterns (10 and 15 respondents, respectively) (see Table 3 ).
Most of the travel expenditures were allocated to entrance and conservation fees (48%), whilst smaller percentages characterised restaurants (16%), transport (9%), food (8%) and activities (8%). However, no significant differences were found amongst the age groups in expenditures per person for each of these categories.
Segment characterisation
An ANOVA analysis on the five psychographic characteristics found significant differences for the motivational dimension 'social interactions' by age groups (F = 3.18, df = 3/356, p < 0.05). Respondents aged 18-29 years or 30-49 years were more likely to be motivated for the visit by the possibility of being with family (or someone special) or with friends, when compared to the group aged 65-74 years. However, these results should be interpreted with scepticism because of the low reliability of the scale (see Table 4 ). Statistically significant differences were also found for the awareness of being in a national park [χ 2 (3=397) = 8.12, p < 0.05]. Interestingly, although the majority of visitors amongst all age groups were aware, a higher number of younger respondents aged 18-29 years (21 out of 44) and those aged 30-49 years (20 out of 44) stated they were unaware that they were in a national park, compared to the older groups. Statistically significant differences were also found in the region of residence [χ 2 (9=353) = 30.1, p < 0.01]. In particular, more respondents aged 30-49 years (45.3% and 31.8%, respectively) and 18-29 years (31.8% and 32.5%, respectively) came from Europe and South Africa, compared to the older groups. Older respondents aged 50-64 years (46.2% and 26.9%, respectively) and 65-74 years (44.2% and 30.2%, respectively) came from Europe and North America (see Table 5 ).
The education level of three groups also differed [χ 2 (12=385) = 47.12, p < 0.01]. Whilst most of the age groups held a diploma or degree, more respondents aged 65-74 years (32.6%) and 30-49 years (24.7%) were professionals, compared to those aged 18-29 years (12%) and 50-64 years (18.5%). Again, more respondents aged 30-49 years (22.1%), followed by those aged 18-29 years (17.6%) and 50-64 years (14.8%) held a postgraduate qualification (see Table 6 ).
Ethical considerations
Respondents participated of their own free will and had the opportunity to decline participation. No information was obtained that could personally identify respondents. 
Trustworthiness
The authors did everything in their power to ensure that the sample and the survey was conducted in a systematic and scientific manner. Results of the profile confirm previous research conducted in national parks.
Discussion
Unlike previous research, this study specifically targeted visitors to a national park on the basis of their travel expenditure patterns by age range, along with other sociodemographics and their reasons for the visit. The latter assisted with profiling the age groups and to match the 'product's' specificities with the public's specific demands.
From a theoretical standpoint, the findings differ from those detected by previous research. Then, too, some contradictions representing rich material to foster new research directions have been highlighted as follows.
Firstly, as expected by the researchers, a considerable number of younger respondents (18-29 years) (32.2%) were detected in the area and this differs from the general notion and results by other researchers that mostly older people visit national parks. The low percentages of respondents older than 50 years (50-64 years, 7.2% and 65-74 years, 12.1%) were therefore unexpected, compared to previous findings (Beh & Bruyere 2007; Galloway 2002; Kibicho 2006; Marques et al. 2010; Kruger et al. 2010; Saayman, Kruger & Fouche 2009; The International Ecotourism Society 2006) .
Secondly, the finding related to spending behaviour highlights the presence of a new and potentially lucrative market when compared to those detected by previous research (Kruger et al. 2010; Mehmetoglu 2007) ; that is, a younger segment of respondents aged 18-29 years. This group was characterised by the highest expenditure per person and a higher expenditure per person when compared to those aged 30-49 years. Then, younger respondents seem to represent a rather lucrative market, which would be a crucial variable for the maintenance and the sustainable growth of the area and is in line with the worldwide trends of youth tourism. The youth tourist sector, which accounts for 20% of the international tourism market, is growing faster than most other travel segments, with a global volume growth of 3% -5% a year and is valued at approximately $165 billion per year. Estimates show that youth and student travel market will reach 300 million arrivals by 2020 and represent $320 billion in market values (World Youth Student and Educational Travel Confederation 2011) .
Furthermore, the reasons for visiting a national park showed some differences in terms of age groups. Specifically, significant differences were found for the motivational dimension 'social interactions': respondents aged 18-29 years and those aged 30-49 years revealed themselves to be more likely to be motivated by a possibility to spend time with family or friends, compared to the oldest group aged 65-74 years. Unlike past research (e.g. Moscardo & Green 1999 ) that found differences concerning the activities participated in by respondents' age, no statistically significant differences were found here in regard to the motivational dimension 'activities and adventure sports performance' by age group. In addition, unlike past research (Kim, Lee & Klenosky 2003) , age groups reported similarities for most of the motivational factors detected.
Finally, it is worth noting that amongst those respondents who were not aware of being in a national park, the majority were younger than 50 years old (i.e. in the 18-29 years and 30-49 years age groups).
In brief, visitors participating in the research and aged 18-29 years were the second largest group and the heaviest spending segment per person. They were more motivated to visit for the day, when compared to respondents aged 65-74 years, because of the possibility of spending time with family (or someone special) and friends, they were less aware of being in a national park when compared to respondents aged 65-74 years, they mainly held a postgraduate qualification and largely came from Europe or South Africa. Those aged 30-49 were the largest group but the lowest spending segment per person; the rest of their profile is similar to that of the youngest group. No statistically significant results were detected for the older groups concerning their expenditure patterns.
Practical implications
Based on the findings of this research, some practical implications for the sustainable development and financing of the TMNP have been outlined. The promotion of a mere increase in the number of visitors to capture economic benefits is to be avoided because it may have a cost to the natural environment (see Eagles et al. 2002) . Therefore, a demarketing strategy is considered necessary, but directed at the segment that showed the strongest propensity to spend (aged 18-29 years) and whose growth will help sustain the park. However, because the younger market at national parks is generally less present and known compared to the older segments, marketing to the younger groups should be conducted by first investigating the impacts of their activities. This relates also to Park visitor management capacity. By contrast, no marketing strategy should be considered for the next oldest age respondents (aged 30-49 years) who were found to be lower-spenders and whose numbers are already significant and stable in this particular National Park, as well as in worldwide national parks (e.g. Saayman, Kruger & Fouche 2009 ).
Recommendations
The following are some ideas for a specific marketing strategy. Increasing the frequency of visits and attracting the younger market aged 18-29 years could be achieved by offering, for instance, a youth loyalty card, especially to those visitors residing in South Africa, of whom there are considerable numbers amongst the younger respondents. Hosting youth days might be another successful strategy to attract this market. In addition, a marketing strategy could include social-related content, as these respondents were found to be more likely to be motivated by the possibility of spending time with family and friends. For example, picnic and braai areas, such as the Buffels Bay and Bordjiesdrif, or the Tokai Picnic and Braai Area and its wide space for large groups, can be promoted. As an urban park offering several activities and adventure sports, a marketing strategy could be used also to target additional younger segments such as the 'harder eco-tourists' identified by Weaver and Lawton (2002) or the 'self-centred visitors' and the 'occasional visitors' identified by Marques et al. (2010) , who reported a high propensity to take part in these types of activities.
Finally, as mostly younger participants seemed to be unaware they were in a national park, the management should provide more information about this. Educational programmes could represent another marketing tool for promoting repeated visits to the Park and, in general, to other national parks.
In fact, several research findings have highlighted how practical experiences in outdoor settings, such as hands-on conservation activities and on-site educational programmes at an early age, shape and promote positive interests and associated behaviours towards the environment, thus ensuring nature conservation and preservation (McDuff & Jacobson 2000; Palmer 1993; Sward 1996; Voordouw 1987) .
Limitations
A limitation of the current research is the difficulty in generalising these results to a wider population of the Park. To test the general applicability of these findings to other samples, this study should be replicated. Secondly, previous research highlighted the importance of trip-related characteristics (e.g. type of accommodation, length of stay) for the spending segments characterisation. However, these variables could not be included in the present research because the TMNP, compared to other South African national parks, has a high percentage of day visitors and low percentage of repeat day visitors and overnight visitors (Saayman, Kruger & Fouche 2009 ). This may be due, in part, to the fact that the majority of the visitors across all ages were foreigners from overseas visiting the TMNP as one of the stops on their tour. Therefore, the TMNP management should do more, in terms of marketing plans, to target the domestic visitor market, for example, by providing discounts and/or loyalty cards to South Africans. Thirdly, unlike most past research that found motivational differences by age, here the characterisation of the age groups may be considered as limited because just one factor of five motivational factors significantly differentiated the age groups. Future research is required to shed more light on this point. Fourthly, although past research highlighted the importance of the activities participated in, in terms of increasing expenditure patterns (Mehmetoglu 2007) , this study was unable to find any differences in terms of the activities as reasons for the visit by the age (spending) segments. Further research should again be conducted to shed more light on this point. Finally, this study was unable to find any differences amongst the age groups in terms of expenditures per person for each of the categories considered (e.g. restaurants, food, etc.). However, it would be interesting to know what younger groups spent the extra money on. Future research should be conducted to shed more light on this point.
Conclusion
This research adds to existing literature by shedding more light on the expenditure patterns (behaviour) of a sample of visitors to the TMNP, grouped by age range, and contributes to the topic of visitor behaviours to nature-based attractions. The respondents' profile was found to differ significantly from the profiles of visitors to other parks, as the TMNP respondents are younger and most of them are foreigners. As parks are generally visited by older people, this study highlights the importance of a younger market. Future research in national parks should pay particular attention to this market, which was found as an emerging but very relevant economic market and is anticipated as playing a key role in supporting sustainable lifestyles in the future (Coetzee & Saayman 2009 ; Council for Game and Wildlife Conservation 2003).
